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From $6,500 to $110,000 a year

A CERTAIN shampoo manufacturer invested $6,500 for
his modest beginning in The American Weekly. His

appropriation for 1923 is $110,000,
''
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JMlAFace CrcamJj\
From $44,000 to $68,000 a yoar

AWIDELY advertised face cream doubled
its 1920 appropriation to $88,000 in The
American Weekly for 1922.
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From $44,000 to $138,400 a year

THE appropriation for a well known face powder in
The American Weekly in 1920 was $44,000. For 1923
it It $138,400.
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"EXCLUSIVE" is the one word that adequately describes
the tremendous sales-making energy of the American
Weekly.a medium that has the largest circulation of
any periodical published.a magazine that is intensively
read by every member of the family in no less than
three million five hundred thousand homes.

By the test of actual experience, by solid evidence of
results obtained, the full color pages of newspaper size
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From $80,710 to $120,000 a year

THE manufacturers of a high grade perfumespent $80,710 in The AmericanWeekly
in 1920. Since then their appropriation has
been increased 50% to $120,000.

the record increases made after thorough tests <

such tremendous increases could only be based on

roof unquestionable that tremendous mass circulamthe great centers of mass population, does bring
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3 opportunity of using a full size newspaper page
magazine eagerly read weekly in more than one

rorld has shown such huge growth in so short a

esult of such responses secured for advertisers as

he whole history of modern selling or advertising.

which the American Weekly offers advertisers have

proved to be the most successful unit of publicity yet
discovered.
That advertisers have been alive to the possibilities of

this mighty sales force at their command, is evidenced
by the tremendous increases in space used in theAmerican
Weekly. amounting, in some instances, to a thousand
per cent.
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'From $22,000 to $120,000 a year

THE makers of a toilet soap invested in The
American Weekly in lyzu, $iz,uuu. in i»i4,

they increased it to $60,000. For 1923 their
appropriation has jumped to $120,000.
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tisers have proved that the use of FULL COLOR
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THE appropriation of a food product has increasedsince 1920 from $32,000 to $120,000 in
The American Weekly.
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From $5,160 to $94,665 a year

A FURNITURE concern tried out The
American Weekly in 1920 with $S,160.
This year's appropriation has been $94,665

1922 \

1922

A

$60,000 a year

as spent on a cerThe
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From $33,200 to $142,101 a year

A SALES agency for certain standard pharmaceuticalpreparations has jumped from $33,000
in 1920. to $142,101 in 1922 in The American
Weekly.
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